Abstract
Introduction
Tourism is highly crisis sensitive, both to those caused by economic factors as well as to those caused by non-economic factors (terrorism, epidemics, natural catastrophes, etc.) . During the last two decades, international tourism has been exposed to negative factors, inter alia: oil crises, Gulf war, terror attacks in US, SARS, bird flue, Asian economic crises, tsunami in 2005 and 2011, war in Iraq, etc . Despite all of those, in its development since the '50s tourism had a positive growth tendency with occasional periods of stagnation and recession caused by the adverse effect of negative factors which have not impeded the long term positive tendency. This is also a proof of high resilience and capacity of recovery of tourism. The development of tourism directly corresponds with the global economic development, and in accordance to that, until the first half of 2008, it has been registered a significant growth rate of international arrivals of 6% (UNWTO prognosis on yearly basis is 4% until 2020). However, in the second half of 2008 a sharp decrease of growth rates in international tourism was registered, ending 2008 with a growth of international arrivals of 2% for the entire year. Particularly warring was the fact that the crisis primarily affected the most developed countries in the world that are also the main tourism demand generators (Unković, Sekulović, 2010) . Considerng that the research in 2011 and partially in [2008] [2009] have been conducted during the Global economic crises, its effect has been in the focus when the preferences of tourists towards leisure tourism are analysed.
According to Aaker et al. (2008) study of tourist behavior and their preferences need to be conducted in intervals so that they can be monitored over a longer period. In this paper, the changes are evidenced in tourist movements regarding to the three destinations (Montenegro, Croatia, Bulgaria) in 2006, 2009. and 2011, analyzed by statistical and two empirical research. The importance of discovering the expectations and preferences of tourists is in facilitating the implementation of external benchmarking of holiday destinations. Refer to Bakić carrying out market and competition analysis will give the answers on the basic questions for every destination: who are our tourists, how many there are in the market, what are their socio-economic and psychographic characteristics, where they come from and which means of transport they use? (Bakić, 2005) . We come to the main aims of tourists behavior research:
• To predict the behavior of tourists on the basis of available information • To understand and explain this behavior in order to improve theoretical knowledge in this area Kozak and Rimmington (1999) suggested that evaluation should be conducted with the collection, systematization and analysis of tourist surveys that examine perception, preferences and the past experiences of tourists in relation to multiple-choice between several holiday destinations. We have used data's from 2006, 2009 and 2011 . monitoring changes that occurred regarding tourist perception of holiday destination in different economy clime and presented how different factors influenced on choice of a holiday destination.
Tourist Behaviour and Economic Crisis
The dominant paradigm, in explaining and predicting tourist behavior, is based on processing information's. Using the scientific method in research through techniques such as surveys, observation and experiment, it focuses on explaining how people receive, process and use information. In this case, (Miljević, 2006) indicates that the most likely effects of communication on tourists, including mass communication, are going to reinforce their existing opinions, attitudes and behavioral tendencies.
It is common known that, before the cognitive process, the individual feels emotions. The interpretation is actually a process in which the emotional factors and the specific information give meaning and purpose on any cognitive or affective (emotional) level. This clearly indicates that this is a subjective assessment which may be different for each individual, and therefore is a key element of tourist research in the strategy development of the tourist destinations and its competitiveness in the market.
It has been evidenced that, during crises, tourists behave differently when holiday travels are concerned. Tourists reluctantly give up of travel, but they change their preferences which reflect as shorter travels, travels to closer destination in order to reduce transportation costs, more affordable, cheaper, accommodation, reduction of consumption, etc.
Literature Review
Throughout history, understanding the psychology of consumers is becoming more advanced. The basis was given by Mayo and Jarvis (1981) when they presented in their papers from psychology of travel cognitive and affective drivers and their social impact on decision making process. They included the perception, learning, personality, motivation and attitudes as factors affecting the consumers behavior, pointing out that by focusing on the consumer rather than the statistical average, and understanding the psychology of tourists, rather than demographic characteristics, can be achieved new insights into consumer behavior in tourism. Plutchik defined a year earlier the scale of emotions that gives insight into the changes in emotional state of the respondents and opposed by the scale of Mehrabian and Russell's, contains questions about expectations which were considered to have a major impact on the tourists perception of tourist services. Further studies have continued Johnson and Thomas (1992) introducing in literature the role of typology of tourists, symbolic consumption, market segmentation, image destination and satisfaction. Uysal deals in his works in (1994) consumer expectations, behavior of individual tourists and those who use holiday packages, issues of cultural diversity, motivation to travel, consumer behavior, etc. Parasuraman (1994) researches the quality of services as a result of the difference between expectations-preformance (SERVEQUAL method). Cronin and Taylor presented in their work (1992) other methods (SERVPERF) for the evaluation of service delivery. Ross (1998) analysis individual tourists focusing on attitudes, motivation, personality, environmental factors and organizational structure in contributing to destination image, tourist industry as well as on the factors of employment and the social impact that tourism has on the destination.
On the other hand, many authors have analysed the effect of the crisis on tourism, and its effects on tourism demand. Since not all crises have the same impact on tourists, we shall present a short review of crises that affect tourism, and in particular we shall focus on economic crises.
According to Glaesser there are several types of negative invents that have subsequently caused tourism crises. In the Table 1 is presented the classification of crises upon their causes with some examples (Glaesser, 2004) :
Henderson defines certain factors that can be classified within certain domaines: economy, politics, socio-cultural, environmental, technological and commercial; in that sense he distinguishes internal and external crises threats.
The clear identification of the causes of the crises shall help in the determination of its consequences and relevance, and its classification form major to minor crisis, measured on the basis of the number of people is affecting and the costs it has caused (Henderson, 2007, 5) .
This reflects to both international and national tourism, and upon the type, nature and intensity of those factors, depends the relevance of their impact on the national and/or international tourism. E.g., the growth of the price of hotel services at a certain destination can influence negatively the national tourism demand if it is not followed by a growth of personal income, while it might not effect the international arrivals to that country, particularly not if the originating countries have experienced a growth of personal income or currency fluctuations are positive. Simultaneously, in this case, domestic population might change for other destination which might effect negatively on the tourism balance. Economic conditions, in the main demand generating countries, as well as in the main reception countries, define the trends of tourism and the patterns of tourism consumptions. The change of the nature of economic factors depends if those factors shall stimulate positively or impact negatively the tourism demand (Henderson, 2007) . 
Research Methodology
Starting from Aaker, et al. (2008) assumption that the attitudes lead to behavior and that is easier to ask questions about opinions, then to observe and interpret the actual behavior, we used survey and scaling as data collection techniques. The first research was conducted in the period 2006-2009 had a sample of 740 interviewed tourists from Serbia (Najdić, 2011) . The questionnaires were given to participants during their trip to holiday destination. The construction of the questionnaire consisted of four parts: The first part related to demographic characteristics of respondents (place of package holiday payment, age, average income). The second part of the questionnaire contained questions that reflect the image of destinations, and define the tourist brand experience of chosen destination. The third part of the questionnaire comprised the type of open ended questions so the respondents get more involved in researching and to investigate the intention of the respondents and their expectations regarding future destination choice. One of the main steps in evaluation and development of a destination brand is to determine the tourists perception regarding to specific destinations (Popesku, 2008) . For this evaluation in survey was used a Porters method (1980) of evaluating competitive advantages2 such as: market share3 and industry competitors4. For market assessments we used direct comparison of several competitive European destinations (Montenegro, Croatia, Bulgaria). The last, fourth part was related to the organization of trip and duration of holiday. Since this sample has included the segment of the tourists who use travel agencies, i.e. holiday packages, in this analysis are also implemented the results of the second research conducted in 2011, on a stratified sample of 1005 interviewed citizens major of age (Sekulović, 2011 , with the field work of TNS Media Gallup). Territory of Serbia was divided in four stratums: Belgrade, Vojvodina, Western Serbia, Eastern Serbia and each one was represented proportionally to the total number of population major of age. The questionnaire consisted of questions related to demographic characteristics of respondents, travel habits (including travel frequency) and preferences regarding destination, transport, lodging, etc., as well as specific questions related to the impact of the economic crisis on traveling and questions related to the other factors which could have impact on the respondents in the same period.
Combination of these two researches gives a better insight in the matter of tourist's preferences, as well as in the factors that influence on tourists perception regarding to choice of a holiday destination, including the impact of Global economic crises on tourist movements.
The Results of Surveys
The results of the research conducted in 2011, which included the entire population of Serbia major of age, indicate that the percentage of the population that went for a leisure travel in the period 2006-2009, was 31%, and, on average, once per year. Out of this number 47,4% had their holidays out of Serbia, significantly less, 37,6%, in Serbia, and 15% both in Serbia In addition, the economic crisis has affected also the accommodation preferences, and on a lesser extent, also transport methods preferences.
Obviously we have to consider that the most represented method of transport of the tourists is bus or personal vehicle, and that this has also contributed to smaller changes in the method of transport preferences.
As far as other non economic factors are concerned it is interesting to note that the effects of the EU visa liberalization in 2009 have had a limited impact on the decision of the tourists where to travel for leisure as it is shown in table 6.
On the basis of these answers we can conclude that the effects of the EU visa liberalization for the tourists of Serbia were mainly on the minority of tourists, those who usually travel every year (Sekulović, 2011) . The perception of Serbian tourists towards Montenegro, Croatia and Bulgaria as a holiday destination
The main goal of qualitative determination of a holiday destination perception is to achieve a positive brand status but also to identify negative factors affecting the attractiveness of other destinations in the region. As the research aims to define factors that influence the negative perception of certain holiday destinations, the analysis included similar points of interest of tourists while choosing a destination, as well as the relevant factors that formed a negative perception towards other destinations. According to first empirical research for year 2009 for Croatia, Montenegro and Bulgaria destination, results show tourists evaluation of negative parameters as reasons why they didn't choose these destination for holiday in the year 2009 (Najdić, 2011): Further, summing all negative factors that influenced on the decision process (Figure 2) , primary for tourists is the perceived quality of destination offer (attractiveness) with (22%). Second is the influence of political factors (19%), the third is the price (18%), past experience (17%) and inadequate services (16%). The advertising has a negligible impact on tourists (8%).
However, when the entire population is analyzed it can be concluded that the picture is somewhat different, the price is overwhelmingly the main factor. Totally 41.6% of the tourists have indicated this as the decisive factor, followed by quality, 16.4% and attractiveness of the destination and entertainment, 8.5% of the tourists respectively.
Having in mind that perception is formed on the basis of the information from the media, recommendations from friends or relatives, or to a lesser extent, tourists own experience, we come to the conclusion that, perceived attractiveness and economy factors have a decisive influence on tourists behavior and on choice of a holiday destination.
A number of scientists who analyze the destination brand are interested to find out why the brand has emotional influence on the tourists and what characteristics are important for their acceptability. Perception tests are different from scaling the quality, by using direct comparison of the cases (destinations) to define what each destination reflects on by specific feature. Since the perception is a complex, in the survey elements are distinguished and evaluated separately by respondents.
On example of Montenegro, we see that the majority of tourists (30%) allocated inadequate service as a crucial reason for not choosing this destination for holiday (Figure 3 and Figure 4 ). As a second stated factor is the belief that prices do not match the quality of destination offer. Comparing research results for these two years, we see that three main factors that influenced the decision process of the tourists remained the same (inadequate services, high prices and visited in the past), but that the role of prices was more important this year than in year 2006.
However, the results of the research from 2011 and the official statistical data, shows that Montenegro remains a leading tourist destination when the entire population of Serbia is considered, 30%, followed by Greece 26%, and Serbia with 16% of preferences. Montenegro is attractive also because of the fact that a passport is not required for the tourists of Serbia, thus affecting primarily the lower income population, who travels at most once per year for holidays. According to Monstat, Montenegro had a continuous growth of international arrivals. The peak of arrivals from Serbia was registered in 2008 (412,000) followed by a sharp decrease in 2009 and 2010 (respectively 338,000 and 314,000), a decrease of 25% in On example of the Croatian holiday destination, we can see that in both observed years, political climate have a crucial impact on tourists from Serbia ( Figure 5 and Figure 6 ). At the same time there is a significant difference in perceiving the quality of destination offer, which is 11% higher compared to year 2006. What has also changed slightly is less influence of the political climate this year (decreased by 13%), as is the case of Montenegro (less impact by 5%). When tourists experienced a hostile atmosphere of the local population, in the same way they experienced (perceived) the destination. First authors who noticed the importance of these two factors are (Ritchie, Zins, 1978) who presented research on the influence of social behavior of the local population on the attractiveness of holiday destinations. According to the research on the entire population, Croatia as destination was chosen by 5.3% of the tourists, which represents a signal of an unutilized reservoir of tourists, even though probably very sensitive to political factors, more than to economic. Observing Bulgaria as a holiday destination, the perception of quality is a crucial factor in process decision for choosing the destination (Figure 7 and Figure 8) . Here is the also case, as with previous destinations, that tourists from Serbia have the same preferences towards these destinations.
In our research, experience of welcoming atmosphere is noticeable through the almost negligible effect of political factors on the perception that our tourists have of Bulgaria as a holiday destination. Important factor in 2009 was lack of advertising and the possible lack of information, which could eliminate the negative perceptions regarding the uncertainty in the quality of a destination offer.
Visited in the past, 15%
Uncertainty about quality, 54% 
Conclusions and Recommendations
The Global economic crises has impacted negatively on the leisure travels of the population of Serbia. The majority of the tourists travel on average once per year, individually with their own transportation. Thus the economic crisis has affected the choice of destination but has not affected the choice of the transportation. The global economic crisis has had more influence on the general population and on a lesser scale on tourists who travel with travel agencies. The price is the overwhelmingly predominant factor that influences the destination choice process of the general population, followed by service quality. While the main factor that influences those tourists travelling with travel agencies is attractiveness of the destination and the price becomes decisive after selecting a destination on the basis of the overall perception. However, Montenegro and domestic destinations had a significant decrease in Serbian tourists arrivals due to deteriorating economic conditions of Serbian population.
Political factors have more influence on the tourists traveling with travel agencies than on the general tourist population, and the first category is more relying on the informations received through mass media than the second one where recommendations and past experience are the most influential sources of information.
In order to predict future tourism trends, each destination needs to know what kind of expectations and preferences tourists have regarding to their leisure holidays. Therefore with a better understanding of factors that influence on their choice of a holiday destination, destinations can point out, throughout a brand activity, its advantages in the eyes of current and potential tourists. Destination brand is the one who will initially, in addition to the recommendations, attract tourism demand and therefore needs to have a special stability that will ensure its position at the list of most desirable holiday destinations, despite on the economy situation in the region.
